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Assistant Product Manager, 
Gillette Corporation -
Consumer Event Marketing 
Boston 
Class of 1986 
What if you offered a million-
dollar prize? 
"The Gillette Sensor, a men's razor, 
was one of the most successful new 
product launches ever. But we didn't 
want to lose momentum . We had 
three goals: promote continued 
awareness of several of our personal 
care products; get stores to put up 
our display instead of our competi-
tors' ; and attract national media 
coverage with a big event. So our 
marketing team dreamed up a mil-
lion dollar pr ize for scoring a three-
point shot at the halftime of the 
NCAA Final Four basketball tourna-
ment game. Anyone could enter, 
they just had to fill out the entry 
blanks in supermarkets around the 
country. We 've randomly selected 
the finalists , and they ' ll have thei i: 
shot at the March 1993 Final Four 
tourney . So far, the coverage has 
been excellent and sales continue to 
look great. 
"The best part about my School of 
Management experience was the 
large number of courses I could 
choose from , both in management 
and in the liberal arts . You could get 
very specific or very broad in your 
course selection . I took a lot of 
finance courses, but also a good 
number of electives in political 
science. 
"After Boston University, I worked 
for a while at Honeywell , and then 
went on to graduate business school 
at Northwestern . I had classmates 
there from all of the top schools ; 
those of us who had come from 
Boston University did quite well, as 
it turns out ." 
MBC (MANAGEMENT BY 
CURIOSITY) 
The great advances 
always come from asking 
the right questions. The 
questions throughout this 
booklet reµect some of 
the ways Boston Univer-
sity School of Man-
agement alumni have 
transformed academic 
experience into profes-
sional results. 
Curiosity is a positive 
force, because good man-
agement is about explor-
ing, not accepting. It 's 
about revision, refine-
ment , and rethinking 
rather than regurgitation. 
It's a matter of taking the 
heat rather than taking 
shelter. It's a career of 
challenging yourself and 
your employees continu-
ally to improve the quality 
of your products and 
service. 
And it 's the kind of man-
agement you 'II learn at 
Boston University. 
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Is that why they call 
them "schools"? They 
call it "the fishbowl," 
where several students sit 
in the middle of the Orga-
nizot1onal Behavior class 
and role-play manage-
ment positions, and their 
classmates offer critiques 
of what they've just seen. 
It ·s 1ust one example of 
the nontraditional, stu-
dent-centered teaching 
methods you 'II experience 
atSMG. 
l:i A S 8 E E N." 
!Jt Boston University you'll find we have a unique 
and superior approach to teaching management skills. 
The following factors set this School of Management 
apart from all others: ► You'll learn all about quality, 
the central driving force of progressive management 
decisions. ► You'll gain a perspective on management 
that emphasizes the broad view, the connectivity 
between the individual departments of all organiza-
tions. ► You'll become part of two communities - one, 
a first-rate professional School; the other, a large, 
world -class private University with vast resources. 
► You'll begin with a superior liberal arts foundation. 
► You'll gain an early exposure to international man-
agement concepts, excellent preparation for graduation 
into what has become a worldwide marketplace. 
► You'll learn to be a "builder" 
of organizational excellence, not 
merely an administrator. ► You'll 
earn a degree recognized and 
respected throughout the world . 
BETTER 
WAY T 0 
LEARN 
MANAGEMENT? 
Director of International 
Marketing, 
Reebok International Ltd. 
Boston 
Class of 1981 
What if your endorsing stars 
wore black tennis shoes? 
"We wanted to create excitement 
and stop people in their tracks . We 
wanted to announce our return to 
sponsorship of the U.S. Open in a big 
way. Since white is the traditional 
color of tennis, what bette r way to 
be noticed than by taking the totally 
opposite tack? 
"A sports shoe has a sales life of a 
year or less -you need to keep 
developing new promotions. The 
Pump was doing very well and we 
took off from that : we made a black 
Pump and put that shoe on our 
endorsing tennis stars at the Open , 
like Michael Chang, Z ina Garrison, 
and Aranxia Sanchez-Vacario. And 
they also wore black-and-white 
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shirts and black shorts. The shoe 
sold very well at retail, but the big 
boost came from the public rela-
t ions. People magazine did an article 
on what people remembered most 
from the U.S. Open : 'The black ten-
nis shoes.' You just can't buy public-
ity like that-twenty million readers . 
It really helped reinforce our image 
as a company willing to go to the 
edge. 
" Boston University was a good 
exper ience for me. I came to this 
country on a t rack scholarship from 
my home in the United Kingdom , 
and chose Boston University 
because of its reputation and its 
great track team and coach . Obvi-
ously, I've had more success in busi-
ness than in track .'' 
THE SCHOOL WITHIN THE UNIVERSITY 
As a stud en t at SMG, you'll have 
the dual advantage of wo rking 
wi th in a relatively sma ll pro-
fessional School while enjoyi ng 
all the resources of a majo r 
private U nivers ity. Withi n 
Bos ton Uni versity, you can 
move beyon d the exper ience of a 
business college to a much richer 
world of ideas. For example: a 
library with 4.8 mi llion vo lumes 
and microform eqivalen ts; 
wo rld- renowned scholars; doz-
ens of free lectur es week ly by dis-
tin gu ished visitors;· and an act ive, 
inqui sitive community of more 
than 31,000 stud ents and facu lty. 
Boston U nive rsity has out-
standin g prog rams in the allied 
health professio ns, comm un ica-
tions, education, eng ineer ing, the 
visual art s, music, and drama -
and , of cour se, the liberal ar ts. 
Stud ent s in these prog rams w ill 
become your roomma tes, people 
w ith w hom you 'll share late-
night discussions. They' ll be your 
teamm ates on intr am ural teams. 
And in your courses at the Co l-
lege of Liberal Art s, they' ll be 
your classmates. 
YOUR NETWORK BEGINS HERE 
You'll meet people from all over 
the wo rld in your classes, resi-
dences, and dinin g rooms. 
Bosto n Uni versity has one of 
the highest int erna tional pop ula-
tions of any U .S. univers ity and 
What if someone 
designed a building 
from the inside out? 
The new School of 
Monogement building is 
designed to optimize not 
just education but mon-
ogement education spe-
cif,cally. The strategic size 
ond placement of class-
rooms, faculty offices, and 
common spaces will be 
uniquely suited to stu-
dent-student and stu-
dent-faculty interaction. 
draws students from all of the 
fifty states. The geographic mix is 
a major advantage for manage-
ment stud ents graduating into a 
mu lticultural workp lace and mar-
ketplace. Whether your friends 
major in education, sculptur e, 
engineering , or rehabilitation 
counseling , you 'll hear many 
viewpoints and , ideally, expand 
your own wo rldview. These con-
tacts, whether brief or lifelong, 
will become as much a part of 
your Univer sity education as 
your classes. 
Whether your management in-
terest is manufacturing , account -
ing, entrepreneurship , or Wall 
Street investing, a Boston Univer-
sity management education is an 
intellectual investment that will 
pay dividends all your life. 
THE NEW BUILDING 
For the first time anywhere, a col-
lege building is being designed to 
reflect the ideal of total quality 
management. With the view that 
all of the building's users are cli-
ents, everything in the Schoo l 
will be designed and built for 
their benefit : classrooms , ser-
vices, faculty advisor offices, 
Library, and career advisory 
offices. Th e entire structure will 
exemplify the ideal setting for 
management educat ion. 
In this unique educationa l 
structure - scheduled for open -
ing during the 1995/96 academic 
year - every detai l of the physical 
arrangeme nt , and of the elec-
tronic technology emp loyed 
within it, is thoughtfu lly 
designed to assure excellence in 
the service of the School's many 
constituencies: students, their 
families, the business and non-
profit communities , alumni, and 
the local community . 
The new Hariri Bui lding, 
designed purposefully as a total 
quality facility, will reunite under 
one roof the faculty, studen ts, 
research cent ers, and institutes 
now spread among five campus 
buildings. More importantly, the 
physical arrangement and facili-
ties within the building, by per-
mitting a completely new, 
integrative approach to research 
and teaching, will serve as a gate-
way to the School's vision of 
"managemen t as it shou ld be." 
-
SM 121 - THE BEGINNING Of A MANAGER 
Seeing the Connections 
Your first course in management will be SM 121 
Management as a System. There 's no other course 
like it , anywhere . For six hours a week , you 'll attend 
lectures , meet in smaller class sections to discuss 
cases, and undertake computer and communica-
tions lab work with both written and oral 
components . 
Designed specifically to express the Boston Univer -
sity ideal of management education , this course 
brings together the various disciplines and aspects 
of management theory and practice - with an 
emphasis on quality management- into a year-long 
introductory sequence. You'll hear from five to 
seven different professors each term , along w it h 
various well -known figures from government , the 
Fortune 500, and specific industries like entertain-
ment or sportswear . 
In this first year, you 'll learn how manufacturing 
relates to finance ; how finance deals w ith account -
ing; how marketing relies on distribution ; and how 
the American , European, and Asian markets are 
intertwined . From the beginn ing, management stu-
dents at Boston University begin to see the rela-
tionships between functions and processes . 
Teaching Transferable Skills 
"The idea," says Professor John Mahon , one of the 
program 's innovators , "is to teach transferable 
skills. We want people to take various management 
skills and bring that knowledge together logically." 
You 'll see how becoming a manager isn't just learn-
ing your particular job- it's learning your business, 
whether it be a Fortune 500 company , a nonprofit 
foundation , or a small firm you 've buil t fr om 
scratch . It means knowing what your employees 
need for doing the job well . It means negotiating 
with suppliers , developing trust , and delegating 
responsibilities . It means analyzing the marketplace 
and developing strategies and tactics to compete 
successfully against your rivals . It also means learn-
ing about the needs of your clients , customers , 
patients, and publics - and then developing the 
ways to serve them in a cost -efficient, socially 
responsible way. 
In the sophomo re year, the course continues with 
an emphasis on decision mak ing, and on t he devel-
opment of techniques for analyzing both quant ita-
tive and qualitative data. 
STUDENT PROFILES 
ERIC MULLER 
Junior, Organizational Behavior 
Hometown: Overland Park, 
Kansas 
Beyond the Classroom -
Member, U.S. Racquetball Team; 
World Champion, /992 
"I wanted to see a different part of 
the country , so I came east. When I 
applied to the School of Manage-
ment, I wasn't sure what I was get-
ting into , but now I'm very glad I 
came. The professors are just awe-
some. They 've done so much - they 
run companies around the world , 
they own companies , they consult 
with the Fortune 500, they know so 
many influential people . They're 
really entrepreneurial. You know 
they teach because they want to -
not because they need a job . They 're 
excited about business and they 
really know how to motivate and 
inspire students, both in the class-
room and by example. 
8 
MARIA SANTORO 
Junior, Accounting/Management 
Information Systems 
Hometown: Shrewsbury, 
Massachusetts 
Beyond the Classroom -
Freshman Peer Advisor; Secretary, 
SMG Student Government 
"Some people can't wait to get away 
from home. For me, going to college 
close by has been a real advantage. I 
go home about once a month to see 
my family and enjoy some real 
food- it's only an hour away. 
Besides, Boston University has a 
great reputation , and if you want 
to go into business you should go 
where most business takes place: 
the city . 
" I've been involved in a number of 
activities right from the start , includ-
ing SMG Student Government . This 
"After Boston University, I hope to 
go to grad school , maybe for a joint 
M.B.A. and law degree . But racquet-
ball will fit into the picture , too. Last 
summer I was on the U.S. national 
racquetball team and I won the 
World Amateur title . 
"People ask if I'll turn pro . I may play 
a few pro tourneys , but I plan to 
keep my amateur status . I hope to 
play in the next Pan Am Games, and 
maybe the '96 Olympics if racquet-
ball is one of the sanctioned sports . 
Overall, I'd rather rely on my man-
agement education to earn a living, 
and just keep racquetball as some-
thing to enjoy on the side." 
year, I'm the recording secretary . I'm 
also a peer advisor . When freshmen 
first come to Boston University , we 
explain the courses to them and 
make sure they register for the 
proper ones. We even sign their reg-
istration forms . They can call me 
anytime - and they ask all kinds of 
questions . Not just about academic 
things, but questions like: Where are 
the good places to go in Boston? 
What's the Greek system all about? 
Who are the best professors? 
"One of the people I highly recom-
mend is Professor Mahon. He makes 
business fun right from the start . He 
uses real examples and cuts right to 
the chase, saying, This is the deal in 
the real world .' He keeps you capti-
vated for the entire .class." 
KAREN BOOTH 
Senior, Finance 
Hometown: Brooklyn, New York 
Beyond the Classroom -
Member, Minority Engineering Soci-
ety; Past President, AHANA Pre/aw 
Society; President, Beta Psi Commu-
nity Service Organization 
"Since I was working in a college 
counseling office, I did a lot of 
research and looked at a great many 
schools before I chose Boston Uni-
versity. It seemed to have the best 
combination of factors for me. 
"You find a lot of active people at the 
School of Management, people who 
want to make things happen. For 
instance, some friends and I helped 
to found the local chapter of Beta 
Psi, a community service organiza-
tion . Our aim is to enhance the qual-
ity of life for the African-American 
community on and off campus. We 
JOHN TANOUYE 
Senior, Accounting and Finance 
Hometown: Tacoma, 
Washington 
Beyond the Classroom -
Past President, SMG Student Govern-
ment; works in SMG Dean's Office 
and Career Center; member, SMG 
Co-ed Fraternity 
"Actually, I took management by 
default. At first, I didn't really know 
where I was headed, but by the 
end of freshman year I was hooked. 
During sophomore year, I had two 
great accounting teachers , Professor 
Hagigi and Professor Preston. They 
brought accounting to life .. . made it 
relevant to things we could care 
about . 
"I chose Boston University because 
of the student diversity, and because 
run seminars like 'Overcoming 
Obstacles to Starting Your Own 
Business,' which draw anywhere 
from fifteen to two hundred atten-
dees. I'm also in the minority engi-
neering society; it's a good way to 
meet individuals who are interested 
in getting ahead. 
I really wanted a change from the 
Pacific Northwest . The University is 
on the east coast and has a good rep-
utation - and Boston is the college 
town. 
"I've been involved in a lot of activi-
ties through the SMG student gov-
ernment. I've worked with the 
dean's office and career center . In 
Delta Sigma Pi,. the SMG co-ed fra-
ternity, I've organized guest speak-
ers and community service events. 
One of my favorite projects was 
helping to create and distribute the 
SMG T-shirts. The first printing 
showed an enormous response in 
just a few days. That's creating a 
product the market responds to!" 
"After I graduate, I'll spend perhaps 
two years in the work force , proba-
bly in management finance in a con-
sulting position; I want to help 
people help themselves . Eventually I 
may go on to law school." 
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The city of knowledge, 
the city offun. At night 
Boston takes on a differ-
ent beauty. From Fort 
Point Channel - a grow-
ing community of shops, 
music clubs, restaurants, 
and entrepreneurial busi-
nesses - you can enjoy a 
superb view of the Boston 
skyline. defined partially 
by the Federal Reserve 
Building (center) and 
some of the nation's old-
' 
est financial institutions. 
~ I I 'f ~ ! 
BOSiliON 
l] oston is unquestionably a popular college town. For 
management students, it's also a center of opportunity. 
Boston is home to numerous financial institutions and 
is a major center for research, development, and mar-
keting. Here researchers at dozens of laboratories, 
think tanks, institutes, universities, and colleges col-
laborate on medical, technical, and scholarly pursuits. 
As one of the primary development centers of com-
puter hardware and software, the area is now a hotbed 
for biotechnology, too. It's no wonder-Boston has the 
highest concentrations of hospitals, clinics, and medi-
cal research centers in the world. 
Boston is also a major player in publishing and com-
munications. And as the capital of Massachusetts and 
the largest city in New England, it is a hub of govern-
ment and interstate commerce. 
If you want to study management in 
any form, Boston itself is an excep-
tional training ground. 
0 NE OF 
YOUR 
BIGGEST 
ADVERTISERS? 
Marketing Production Assistant, 
Business Week Magazine 
New York City 
Class of 1989 
What if you alienated one of your 
biggest advertisers? 
"At Business Week, we not only 
cover business, we are a business. 
We sometimes run stories that are 
critical of particular companies, and 
sometimes those companies happen 
to be among our major advertisers. 
Naturally, the editorial side of our 
operation has to preserve its integ-
rity . But the sales representative 
needs to be very skilled in order to 
smooth things over . It can be tough, 
but we know that in the long run it 's 
to our advantage to be fair and unbi-
ased. You see and hear about every 
side of events , like takeovers, finan-
12 
cial deals, and investing , but you 
learn how to satisfy a number of 
audiences . 
"Right now, my job focuses mostly 
on promotions - creating materi -
als that help the sales staff to sell 
advertising . My marketing classes 
and case studies at Boston Univer-
sity were particularly helpful. I still 
keep in touch with many of the peo-
ple there, still do a lot of networking. 
In fact , I was hired at Business Week 
by a fellow alum . I wanted to get into 
this field , and the alumni office con-
nected me with the right people . 
And I still do a lot with the alumni 
office - the networking parties, for 
example, and the fund-raiser for the 
University's Learning Disabilities 
Center." 
-
SOME POSITIONS HELD BY RECENT 
SCHOOL OF MANAGEMENT GRADUATES 
Director of International Marketing, 
Reebok 
Director of Domestic Finance, 
McDonald 's 
Business Manager, MTV Networks 
Systems Development Analyst, 
Lockheed International 
Parts and Service Operator , Ford 
Germany 
Financial Analyst, Pepsi 
Market Maker, American Stock 
Exchange 
Researcher, CBS Sports 
Sales, Chanel 
Assistant Marketing Manager, Ultima 
Brands 
Marketing and Research Manager, 
American Express 
Newswriter , CNN 
Advertising Manager, Digital News 
Publishing 
Production Assistant, Business Week 
Magazine 
Advertising Revenue Assistant, HBO 
Assistant Manager, Arin Taylor 
Regional Sales Manager, Quaker Oats 
Senior Account Executive, Clarion 
Marketing 
Sales Representative, American 
Greetings 
Video Producer , Gans Product ions 
Media Analyst, Nielsen Media 
Research 
Manager of Advertising, Sony 
Entertainment 
International Operations Trainee, 
Bear Stearns & Co . 
Hostess, Disneyland 
Accountant, Coopers and Lybrand 
MIS Director , Hills Department 
Stores 
Professor, University of California 
Attorney, Hill and Knowlton 
Publicity Associate, Time/Warner 
Assistant Product Manager, Gillette 
Corporation 
Associate Director of Advertising , 
Chanel 
Proprietor , Adams Very Special 
Flower Shop 
Designer, Liz Claiborne 
General Manager, Au Bon Pain 
I 
A FACULTY AT THE HEAD OF ITS CLASS 
I invest myself. there-
fore I learn. Sure you 'II 
attend lectures at SMG. 
But more o~en you 'II be 
involved in true dialogues 
with your teachers . 
Above, Professor Gail 
Gilmore (in red) sits 
among her students to 
facilitate a discussion. 
Listening gets you just so 
far - to truly learn you 
have to question, to par-
ticipate, and to share. 
ll he faculty of the School of M anagement is commit-
ted to advancing management knowledge through 
business-relevant research, and tq improving the qual-
ity of teaching and learning . SMG professors bring vast 
expertise to the classroom, having earned worldwide 
recognition and respect for both the relevance and the 
rigor of their applied research in family-owned busi-
nesses , international management, the legal and ethical 
aspects of business , and many other areas . As a group , 
they possess wide-ranging experience with local, 
national , and global organizations. 
The faculty's demonstrated commitment to total qual-
ity management is evident in matters large and small. 
Professor George Labowitz's management firm, for 
example, consults with more than five hundred corpo-
rations and government agencies in 
the area of management perfor-
mance . He was an early adapter of 
quality management techniques. 
ADVERTISERS 
STOPPED 
ADVERTISING? 
FACULTY PROFILES 
PROFESSOR PETER ARNOLD 
Operations Management 
"The students here are bright and so 
diverse. They come from - well , lit-
erally all over the map. I like the fact 
that we have such an international 
mix in our student body ; people 
know us for that. It really opens a lot 
of eyes. In class discussions, when 
one cultural group takes something 
as a given - such as disposable paper 
cups, or the universal availability of 
electricity- another will say, 'What 
are they talking about? In my coun-
try, we're dealing with other issues.' 
It's so wonderfully diverse that the 
range of learning has to be broader. 
It could sound trite, but people here 
learn about life and management 
simultaneously." 
PROFESSOR MARION MCCOLLOM 
Organizational Behavior 
"My specialty is family-owned busi-
ness, and I'd estimate that almost 
half the students in this School have 
one or two parents who own or run 
a business. There 's often an assump-
tion that the children will take ove r 
those businesses. But unfortunately , 
many family firms don't last beyond 
the first generation , either because 
the children don't share their par-
ents ' vision or because their entre-
preneurial parents aren't willing to 
give up control . Part of what we talk 
about in my Family Business class is 
the importance of understanding the 
family dynamics, and of making a 
conscious choice to follow- or not 
follow- in one 's parents' footsteps. 
"Overall , these part icular students 
are very knowledgable about busi-
ness. They've grown up with busi-
ness talk around the family dinner 
table, and they 've probably already 
worked in the business for some 
time themselves . 
"Their families operate all types of 
businesses, and many are from inter-
national families. People share simi-
larities and differences , and you get a 
great many nods of agreement when 
you touch on certain themes . The 
exchanges are terrific ." 
PROFESSOR KEN HATTEN 
Management Policy 
"In my Management Policy class, I 
cover the broad field of strategy . We 
take case studies and develop vari-
ous approaches to finding solutions. 
We use teamwork extensively, 
because in the real world , no one 
truly succeeds all alone. No single 
function in a company can win by 
itself . The financial people have to 
convince the stock market; the ads 
need to be well targeted; manufac-
turing must deliver quality goods in a 
timely fashion; and so on . 
"We also teach some basics of 
administration. Young managers 
have to remember that people 
above and below them have prob-
lems just as they do . You have to 
support your superiors and your 
subordinates. We talk a lot about 
ethics on a down-to-earth level. 
PROFESSOR JANET WOHLBERG 
Organizational Behavior 
"The students here are demanding, 
and they 're ready to rise to a chal-
lenge. In one of our courses in orga-
nizational behavior , we send the 
students out in groups to interview 
managers about their organizations, 
and then ask them to produce 
extensive group papers that detail 
what they have learned. After finish-
ing the course , it's not unusual to 
have students come to us and ask for 
guidance in writing case studies . 
Many of them are so well done that 
we end up using them for teaching in 
subsequent semesters . We've been 
able to form close ties with many 
students, and we 're happy when 
they come back to us to discuss their 
personal, academic, and career 
interests." 
"I probably push harder than many 
other teachers , but I'm also tolerant 
of frustration in the classroom . 
They're trying to adopt a new para-
digm, a new way of thinking-I 
acknowledge that struggle. It takes 
different students different lengths 
of time to assimilate certain ideas. In 
the United States, we have many 
doors that allow people to develop 
at different rates, and I think it's 
important to make the students feel 
empowered . 
" Most of all, I try to make every hour 
meaningful for them. At the end of 
each class, I ask: 'What did you learn 
today? Did you get your full value for 
the tuition dollars you spent on this 
class?"' 
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THE AREAS OF ACADEMIC CONCENTRATION 
At Boston University's School 
of Management, you have the 
option of choosing a major; but 
since we want our graduates to 
be well rounded, with overall 
knowledge of the field of manage-
ment, graduation with a particu-
lar major is not required . Those 
wishing to pursue a specific 
career or aiming for a specific 
test, such as the CPA exam, 
should plan their curriculum 
with the faculty advisor early in 
the sophomore year. Following 
here are brief descriptions of the 
areas in which you might choose 
to concentrate your management 
studies. 
Accounting 
Accountants are much more 
than number-crunchers. At some 
companies, in fact, they serve 
almost as counselors to their 
CEOs. It is often the chief 
accountant's final analysis that 
determines whether a new pro-
You're not alone any-
more. Learning team-
work is a critical 
component of an SMG 
education. By sharing the 
responsibilities and bene-
fiting from the various tal-
ents of a group. SMG 
students are well pre-
pared to face the chal-
lenges of actual 
management. 
gram is worth pursuing, or 
whether the year has been a 
success. 
With increasingly powerful 
spreadsheet software , the role 
of accountants has shifted from 
merely passive recording to more 
active projection and scenario-
building. The role of"chief 
financial officer," often a person 
with an accounting background, 
has arisen just in the past decade 
largely because of this forecasting 
ability. Dealing with the implica-
tions of corporate taxation is, of 
course, among the accountant's 
most significant duties. A com-
pany 's tax situation can have a 
tremendous influence on opera-
tional policies. 
Finance 
Finance covers topics ranging 
from stock analysis and invest-
ment to real estate valuat ion . 
Finance professionals fill a vital 
role in all sorts of organizations, 
planning how to invest the com -
pany's or the clients' capital. Such 
people typically must be well 
versed in both micro- and macro-
economics, with a solid under-
standing of the national and 
international financial picture. 
They must learn how banks oper-
ate, and how the stock , securities, 
and bond markets run; they must 
know about the major influences 
on the international monetary 
scene, and be familiar with the 
valuation of real estate and the 
techniques of investment portfo-
lio management . 
I International Management 
With an international faculty and 
a large number of international 
students, the International Man-
agement Department is one of 
the School's best known. 
Should your company buy 
more raw materials from coun-
tries along the Pacific Rim? Are 
there ways your company could 
sell more to the new European 
Economic Community? Which 
is the best bank for your overseas 
funds? What will be the impact of 
Hong Kong's return to the con-
trol of mainland China? 
Commerce is now truly global-
ized . More than ever before , 
nations are bound together by 
mutual dependence on materials , 
transportation , and markets. This 
interdependence - made all the 
more challenging by growing 
ecological concerns - means that 
the impact of events in any major 
country will inevitably ripple 
around the world. Thus individu-
als who understand a variety of 
cultures and languages - and pos-
sess financia l expertise - wi ll be 
in high demand well into the 
next century. 
Marketing 
Marketing moves products. Mar-
keting form s the company's 
image in the public's eye. Market-
ing gives the sales force the tools 
to propel a company's grow th. 
Marketing professionals train to 
understand an organization's cli-
ent base, and then consult with 
the top executives on how to 
meet their business needs. They 
create promotional programs, 
hire and manage adverti sing and 
public relations consultants, and 
stage special events. They un-
cover and analyze trends, seeing 
how their company might 
respond. They closely monitor 
the competition. They decide on 
the corporate sponsorship of such 
events as a marathon or a hospital 
fund-raiser. 
While a marketing position is 
among the most highly visible it 
can also be one of the riskiest. 
Marketing manages the company 
image and determines how and 
where to spend dollars to pro-
mote that image. Missteps are 
costly. Such a position is for those 
Researcher, 
Nielsen Media Research 
New York City 
Class of 1987 
What if T.V. advertisers stopped 
advertising? 
'The Nielsen Ratings help networks 
sell ad time , but in a downward 
economy, advertisers tend to pull 
back- or even pull out of advertis-
ing altogether. If we can help them 
target their audiences more specifi-
cally, their advertising investments 
can pay big dividends . That 's why at 
Nielsen we're always looking for 
new ways of doing trending, analy-
ses, and translations of the data. We 
break down demographics in incred-
ible detail , then put them back 
together so we can counsel an 
advertiser on whether a particular 
show might be a good investment 
for him. I can tell you with a fair 
degree of certainty, for instance, 
what boys ages 11 to 13 in Roches-
ter , New York, want to watch on 
Thursday evenings between seven 
and eight. And I can tell you what 
their sisters, ages 13 to 14, want to 
watch during that same time. What I 
can't tell you is how they work it out 
among themselves. 
"At Nielsen, I get to apply my analyt-
ical and statistical skills in the real 
world. We do qualitative and quanti-
tative research not only for the net-
works, but also for the home video 
and motion picture industries. It 's 
really an extension of the project-
oriented courses I had at Boston 
University , like Consumer Behavior, 
Market Research, and Introduction 
to Advertising. I had real hands-on 
experience even before I got to 
Nielsen ." 
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DAVID BRABROOK 
Systems Development Analyst , 
Lockheed International 
Atlanta 
Class of 1983 
What if you sent people home 
early? 
'The team I work with supports 
Lockheed 's financial division and 
compu ter systems. We analyze pro-
cedures for efficiency and try to 
keep the systems streamlined and 
up-to-date. We spend a lot of time 
programming and troubleshooting. 
" But it's not always a 9 to 5 job. In 
fact, sometimes we work through 
the night . If people have finished 
early, as a superv isor I've chosen to 
send them home . Why be at work 
just for the sake of 'show '? When 
18 
you need employees to stay late, 
they'll know you really need them, 
and they 'll respect your request . My 
organizational behavior professor at 
Boston University taught me things I 
still use every day- like never asking 
someone to do something I wouldn 't 
do . I've never stood on protocol-
you can lead without being auto-
cratic . Just give good examples and 
show people you support them. 
Image is never as important as 
results." 
who are will ing to take risks, try 
new approaches, find new mar -
kets, and push the company into 
new areas . 
Management Information 
Systems (MIS) 
With the prope r information, 
organizat ions can prosper; con -
versely, the wrong informa tion 
can cripple or destroy. MIS stu-
dent s at the Schoo l of Manage -
ment go beyon d mere compu ter 
fund am enta ls and programming . 
He re M IS stud ent s learn about 
all phases of an organ ization's 
str uctu re and processes . 
Having informatio n is one 
thing; being able to use it is 
another. One of the key roles of 
M IS is to ens ur e that the proper 
peop le have data in a form that 
allows th em to do their job cor-
rectly. T hey mus t be able to 
design and evolve systems that 
serve all the users - from pro -
grammers to designers, from 
foreme n to customers. 
Just as important as knowl edge 
of computer hardware and soft-
ware is the ability to listen and 
respond to numerous constit -
uents: MIS can be the source of 
end less complaints , or the oil that 
lubricates the entire operation . 
MIS must integrate diverse com -
puter systems , develop corporate 
comput ing policies , select ven-
do rs and suppliers , and manage 
and organize today's systems 
whi le constantly evaluating 
tomorrow's needs . 
Eat, meet, or greet. The George Sherman Union is the meeting place of choice. Home to doz-
ens of student activities- as well as dining halls, stores, student lounges, ond games rooms, with 
the library right next door - it serves as the crossroads and hub of an extremely active campus. 
The essential task of manage-
ment is leading people. And you 
can't lead people until you can 
understand them. The concentra-
tion in organizational behavior 
focuses on human behaviors in 
the workplace. What motivations 
cause increases in productivity? 
What management styles have 
worked best with factory work -
ers, and with executives? Do the 
answers vary according to indus -
try? Are there some factors that 
all employees have in common? 
Managers must also under-
stand their outside audiences, 
usually a customer base. What do 
customers like to see from a ser-
vice company? What are the pric-
ing structures and guarantees that 
have generated the strongest 
responses? The organizational 
behavior concentration investi-
gates just such questions and 
more. 
It's an excellent preparation for 
students who wish to pursue a 
general management career or a 
graduate program in manage -
ment. In addition, there are grow -
ing opportunities in the human 
services industries for B.S./B.A . 
graduates who focus on human 
behavior in organizations. 
Operations Management 
An operations manager, more 
than anyone else, focuses on the 
enterprise's quality and produc-
tivity. Once called the "produc-
tion function " in factories, the 
field of operations management 
now involves law firms, hospi-
tals, schools, restaurants, and a 
wide variety of other organiza-
tions . Operations managers work 
closely with marketing personnel 
to determine what the company 
should be offering, how to pro-
duce it, and how to deliver the 
highest qua lity to customers. The 
operations manager 's expertise is 
essential when an organization 
must decide on which features to 
incorporate into a product, which 
materials to use, and when to 
deliver a product. 
SPECIAL ACADEMIC 
OPPORTUNITIES 
BOSTON UNIVERSITY COLLABORATIVE 
DEGREE PROGRAM (BUCOP) 
Within Boston University, you 
may choose to pursue a double 
major, combining management 
with psychology , for example, in 
the College of Liberal Arts. 
Because your management 
degree begins with courses in the 
liberal arts, a student who plans 
carefully can treate a double 
major. A qualified student may 
apply for a dual-degree program 
after one semester at the Univer-
sity, but not later than the second 
semester of the sophomore year. 
THE FIVE-YEAR PROGRAM 
A limited number of highly quali -
fied students each year are 
selected to enter the combined 
program leading to the Bachelor 
of Science and Master 's degrees 
in Business Administration 
(B.S.B.A./M.B.A.). At the end of 
five years, a student graduates 
with both degrees. Students may 
apply early in the junior year. 
PEOPLE 
HOME EARLY? 
-CAROLYN SORKIN 
Designer, Liz Claiborne 
New York City 
Class of 1989 
What if you became a designer 
instead? 
"As a student, I interviewed with 
Saks Fifth Avenue on campus. I had 
wanted to be a buyer but got a 
job as a design assistant. At first I did 
catalogue sketches, then got bigger 
and bigger projects until they made 
me a full designer. This wasn't a big 
career change - it was always in the 
back of my mind . But my manage-
ment degree has helped me a great 
deal in understanding our overall 
operation. Designing, manufactur -
ing, and marketing-they're all 
closely connected. 
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"Five times a year we travel to 
Korea, Hong Kong, or Tokyo , where 
our handbags are manufactured. We 
do sketches over here but always 
change something over there when 
we see a new material or new tech-
nique. We have to be on our toes, 
because business practices in the 
East are different from our own. 
"We ask 'What if?' all the time . For 
example: What if we gave a unified 
look to our leather group of hand-
bags? I made some design changes, 
and now the Liz handbag is a very 
recognizable item . And the book-
ings, as a result, are big." 
CAREER PLACEMENT 
The Boston Globe of June 14, 
1992, told of a most interesting 
statistic . In the fields ofbusiness 
and management, there are cur -
rently more jobs available than 
people to fill them. In an era of 
high unemployment, that's a 
strong argument for a manage-
ment degree . 
To start undergraduates on the 
right foot, the School of Manage-
ment Career Center offers many 
services. The Center can arrange 
· internships or summer place-
ments (including overseas assign-
ments). They'll put you in touch 
with Boston University alumni 
who are currently working in 
your desired field. They'll help 
you prepare a resume and even 
rehearse you with practice inter-
views. From tim e to time the 
office sponsors workshops (and 
records them on videotape) cov-
ering var ious job search 
techniques. 
The Cen ter's professional 
career counselors also coordinate 
on-campus recruiting, maintain 
job postings and a computerized 
resume network, and offer career 
searches through company data 
bases. 
"We're set up to help students 
from orientation day through 
graduation," says Career Center 
director Kath leen Gallery. We are 
now directly integrated into the 
academ ic program, and we have a 
computerized job-matching sys-
tem to connect new graduates 
wit h alumni and ongoing pro-
grams of all kinds, helping them 
get an early jump on their career 
planning." 
GETTING STARTED -WHAT THEY ARE PAYING FOR ENTRY-LEVEL POSITIONS 
$50,000 
$45,000 
$40,000 
$35,000 
$30,000 
$25,000 
$20,000 
$15,000 
$10,000 
$ 5,000 
Starting 
salary range 
ACCOUNTING 
$19,500-
40,500 
MEAN 
$29,479 
-
Mean salary for 
recent graduating 
class ( 1991 /92) 
-
FINANCE 
$14,600-
37,000 
-
MEAN 
$25,261 
MARKETING 
$ 10,000-
75,000 
MEAN 
$35,333 
MIS 
$30 ,000-
34,000 
MEAN 
$31,000 
-
OPERATIONS 
$24 ,000-
32,000 
MEAN 
$27,333 
GENERAL 
MANAGEMENT 
$20,000-
50,000 
,-
MEAN 
$33 ,623 
-
BECAME 
A DESIGNER 
INSTEAD? 
CLASS OF 1995 AT A GLANCE 
Boston University's Class of 1995 distinguishes itself 
through its academic accomplishments and demographic 
diversity. Out of a pool of more than 16,800 applicants , 
3,487 freshmen from 49 states and 65 foreign countries 
enrolled in the University's undergraduate Schools and 
Colleges. 
Rank in High School Class 
(Percent ) 
Top 10 
Second 10 
Second 20 
Third 20 
Fourth and Fifth 20 
Not Reported 
Score Ranges 
Middle 50 Percent, Class of '95 
SAT Composite: 
Verbal and Math 
ACT Composite 
Class of '95 
(Percent) 
36 .9 
24 .2 
22 .0 
4 .9 
1.0 
11.0 
1040-1220 
24-29 
Figures above do not include the 
College of General Studies. 
The College of General Studies provides a two-
year core curriculum, designed specifically for 
students who show academic promise but whose 
credentials do not qualify them for immediate 
admission to one of the University's four-year Col-
leges. Such students are encouraged to apply 
directly to the College of General Studies . Upon 
successful completion of the program , students con-
tinue with junior-year status in one of the Universi-
ty 's other Schools or Colleges . 
Rank in High School Class 
(Percent ) 
Top 10 
Second 10 
Second 20 
Third 20 
Fourth and Fifth 20 
Class of '95 
(Percent) 
4 .5 
6.7 
22.3 
27.4 
17.4 
Not Reported 21.7 
Score Ranges 
Middle 50 Percent, Class of '95 
SAT Composite : 
Verbal and Math 860-1040 
ACT Composite 19-24 
Ethnic Diversity 
African American 4.4 percent 
Asian American I 5.2 
Hispanic American 5.6 
Caucasian 71 .8 
Other 3.0 
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Geographic Diversity 
H I 
- States with 100 or more freshmen 
- States with 50-99 freshmen 
- States with 25-49 freshmen 
States with 10-24 freshmen 
States with fewer than IO freshmen 
Type of Secondary School 
Public 
Private 
Parochial 
Religious Diversity 
Protestant 
Catholic 
Jewish 
Other 
No Affiliation/ 
No Preference 
Alumni Affiliations 
69 .3 percent 
18.2 
12.5 
21 . I percent 
39 .5 
14.7 
11.5 
13.2 
International Students : 
371 freshmen from 
65 foreign countries 
Of incoming students , 14.8 percent have relatives who 
attended Boston University. 
Financial Aid 
Of incoming students, 66 percent received University 
funding. 
Class Size (1991/92} 
Courses taken by undergraduates - 69 .8 percent were 
taught in classes of one to twenty-five students ; only 3.2 
percent were taught in classes of more than 100 students . 
Courses taken by freshmen - 57.6 percent were taught 
in classes of one to twenty-five students; only 6.6 percent 
were taught in classes of more than 100 students . 
ADMISSIONS AND f INANCIAL ID 
In general , the Admissions Commit-
tee seeks students who rank in the 
top 20 percent of their class. There 
are no absolute standards, but overall 
high achievement in all academic 
courses is the best predictor of your 
success here. 
The probability of your receiving 
financial aid from the University is 
related predominantly to your family's 
financial situation and your academic 
record. Don't hesitate to explore 
numerous other avenues for support 
as well, including civic organizations , 
endowments, professional groups, 
and competitions . Every year, numer-
ous funds go unused because no one 
has applied for them. 
VISITING BOSTON UNIVERSITY 
We strongly urge you to visit the cam-
pus - to tour the University and the 
School of Management . 
For appointments , reservations, or 
more information , contact: 
Boston University 
Undergraduate Admissions 
Reception Center 
121 Bay State Road 
Boston, MA 02215 
617/353-2318 or 
617/353-3901 
or 
Boston University School of 
Management 
685 Commonwealth Avenue 
Boston, MA 02215 
617/353-2650 
Please note that the Reception Cen-
ter is closed on all major holidays. 
Boston University's policies provide for equal 
opportunity and affirmative action in employ-
ment and admission to all programs of the 
University. 
Produced by Boston University Office of 
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